The explosion of Internet usage has drawn the attention of researchers towards online Social Networks Marketing (SNM).
INTRODUCTION
Online Social Network (OSN) is a new world of networking, where people can exchange ideas, experiences and contacts. Websites are commonly used as a medium for Online Social Networks (OSNs), and they provide significant potentials for business owners and consumers [1] . Online Social Network Sites (SNSs) support both the maintenance and solidification of existing offline social relationship and facilitate the creation of new ones [2] . Primarily, OSNs provide benefit for the users by creating a medium to communicate and connect with friends, colleagues and family. Recently, online social networks have found application in e-Commerce, especially for advertisements and other business transactions [3] .
In addition, marketing is becoming more significant for consumers and organizations that are actively involved in all kind of e-Commerce activities. The use of social networks marketing not only helps to manage customer relationships, but also attracts employees and investors [4] . Online Social Networks Marketing (OSNM) has overhauled the traditional forms of marketing in such a way that millions of prospective buyers can be reached globally within a minute. OSNM also allows small companies to market and advertise in a difficult market [5] . Many companies adopt OSNM because they found it faster and cheaper compared to traditional marketing. This outstanding potential (compared with traditional marketing) has been exploited and explored by consumers and organizations in order to promote their businesses [6] .
In South Africa, consumer attitudes to online marketing and shopping are hampered by the issue of privacy, security and confidentiality of online transactions. According to [5] , a great number of South Africans agreed that providing credit card information to sellers is a major problem that dissuades them from online marketing and shopping. Another barrier to consumer adoption of Internet marketing and shopping in South Africa is the cost of Internet access. Telkom's 1 monopoly has made the service expensive for the public to afford.
With the vast growth in the use of social networks marketing around the globe, research carried out by Mulero and Adeyeye [6] on the use of social networks marketing by SMEs in South Africa showed that many SMEs in South Africa are still in a testing phase, compared to their counterparts in developed countries. This slow growth was as a result of some challenges, such as lack of awareness, privacy and confidentiality, lack of time and the cost of accessing the Internet. All these challenges have affected the growth and development of SNM in South Africa.
This study investigates factors that influence users' acceptance of OSNM using Technology Acceptance Model (TAM). TAM was extended and some hypotheses were constructed in order to test for users' acceptance of social networks marketing. The paper is arranged as follows: Section 2 discusses TAM, Section 3 discusses the methodology used in this work, Section 4 discusses the results and discussions, Section 5 discusses the moderating effect of demographics on TAM, Section 6 presents the conclusions of the study, and Section 7 presents its limitations.
TECHNOLOGY ACCEPTANCE MODEL
(TAM)
Background
According to the Theory of Reasoned Action (TRA) model [7] , an individual's performance is determined by his or her behavioural intentions, which are jointly determined by the individual attitudes and subjective norms. Davis [8] defines "attitude towards using a system as the degree of evaluative affect that an individual associates with using the target system in his or her job". TRA is an extended model of Theory of Planned Behaviour (TPB), TRB was derived by including perceived behavioural control as a determinant of behaviour [9] . TRA and TPB models are generally used for predicting individual behaviour using construct, such as belief, attitude, intention, and behaviour relationship. Building upon TRA, Davis [10] proposed the Technology Acceptance Model (TAM) to predict user's adoption of information systems. TAM hypothesizes that user adoption of a new information system is determined by the users' intention to use the system, which in turn is determined by the user beliefs about the system. The original TAM is constructed from external variables, Perceived Usefulness (PU) and Perceived Ease of Use (PEOU), attitude towards using Behavioural Intention (BI) and actual usage. The original idea of the theory is that PU and PEOU directly influence the users' intention to use Information Technology (IT). The description of the original TAM by Davis [10] is shown in Fig. 1 . The model explains the reasons why users either accept or reject an Information Technology (IT) or Information System (IS). PU and PEOU are both significant in determining user's intention and can influence user's attitude towards using an IS. The original TAM was later modified by Davis and Venkatesh [11] . Davis and Venkatesh removed attitude from the model; the TAM model demonstrated that intention to use is only partly mediated by attitude. The construct of the model involved external variables (external stimulus), PU and PEOU (cognitive response), behavioural intention to use (intention), and actual system use (behaviour).
Davis [10] defined perceived usefulness as the degree to which a person believes that using a particular system would enhance his or her job performance. In addition, he defined perceived ease of use as the degree to which a person believes that using a particular system would be free from physical and mental efforts.
Davis' studies suggested that PEOU is hypothesized to be a major predictor of PU, which has a positive indirect effect on computer self-efficacy through PU. Observed studies on TAM have shown that the usage of information system is determined by user's behavioural intentions, which are jointly determined by user PU and attitudes toward using the system. Attitude towards using the system is also determined by PU and PEOU. PU and PEOU both have positive indirect effects on attitude.
TAM framework has been practically used in a wide range of IT researches, such as Internet banking (Suh and Han [12] ; Wang et al. [13] ; Eriksson et al. [14] ; Lassar et al. [15] ), e-shopping [9] , and Internet utilization behaviour [16] .
Technology Acceptance Model in other context
There are many similarities in users' intention and their attitude towards adopting e-Commerce activities including social networks marketing. Eastin [17] studied four different e-Commerce activities namely eshopping, banking, investing and online service. Their result showed that self-efficacy, Internet use, PEOU, perceived economic advantage, and adoption of similar innovation have positive influence on users' adoption of any kind of e-Commerce. Eastin suggested that since perceived risk has a negative impact; it should also be considered as a barrier to adoption of any form of e-Commerce. Yi and Hwang [18] studied TAM using self-efficacy, enjoyment and learning goal orientation as an additional construct to their model. The study showed that self-efficacy has a direct influence on the use of a system, while enjoyment and learning goal orientation mediated through self-efficacy, PU and PEOU. PU and PEOU, in turn, influenced the decision to accept through behavioural intention. An extended TAM was done by Igbaria and Iivari [19] about the effect of self-efficacy on computer usage. Igbaria and Iivari's extended TAM shows that self-efficacy, computer experience, and organizational support were confirmed to have positive direct effect on PEOU. They claimed that PEOU is a crucial factor in determining the acceptability of a particular system. Quite a lot of research has been done on user acceptance of Internet banking using TAM. Another study on the use of both TRA and TAM showed that previous computer experience, previous technology experience, individual banking experience, reference group, and computer behaviour strongly affect user attitudes and behavioural intentions towards the use of online banking [20] . The study done by Lassar et al. [15] on user acceptance of Internet banking, which used TAM as a framework, showed that the intensity of Internet usage has a significant effect on user acceptance of Internet banking. They concluded that the more skills consumers have in using both computers and the Internet, the easier it is for them to accept the use of Internet banking.
Suh and Han [12] ; Wang et al. [13] and Eriksson et al. [14] included trust to their TAM constructs. They ascertained trust to be a strong significant factor [10] in predicting the intention to use Internet banking. Wang et al. [13] also added perceived credibility as a new factor to TAM constructs, and attitude construct was also merged with behavioural intention. Wang et al. confirmed PEOU and PC as the most significant constructs in determining behavioural intention to use Internet banking.
Extended TAM and hypotheses
Considering the uniqueness and simplicity of the Technology Acceptance Model (TAM), this study used extended TAM as a theoretical framework to examine the effects of Computer Self Efficacy (CSE) on user's acceptance of social networks marketing system through four constructs, namely (1) Perceived usefulness (PU), (2) Perceived ease of use (PEOU), (3) Perceived credibility (PC) and (4) Awareness (AWN).
The extended TAM for this study is developed based on the findings derived from the literature reviews. The constructs has been successfully used in different information system contexts; hence, it was adopted for this study.
The proposed research model shown in Fig. 2 includes one variable (computer self-efficacy) and four belief variables (PEOU, PU, PC, and awareness). The selections are supported by previous studies in the information systems literature. Behavioural intention in using a system is determined by PU and PEOU. On one hand, PEOU has a casual effect on PU. On the other hand, CSE has a direct influence on PU and PEOU and an indirect influence on PC, AWN and BI [8] .
METHODOLOGY

Sampling and procedure
An Internet survey link was sent to a random sample of students from three tertiary institutions within the Western Cape Province of South Africa (University of Cape Town, Stellenbosch University, and University of Western Cape). The questionnaire was posted to an online community web page and it has a direct link to the online survey site. The students were also requested to forward the URL of the survey to their friends in order to participate in the survey. Some printed copies of the questionnaire were also distributed to other South African indigenes who were users of social network sites. The first part of the questionnaire captured demographic information, and the second part contained 5 point Likert scales (ranging from strongly agree (5) to strongly disagree (1)).
A total of four hundred and seventy (470) responses were captured, with respondents of mixed gender, different ethnicity, cultural, and educational background. From the returned questionnaire only 286 (60% response rate) were useful. The questionnaire was designed using standard software to ensure an easy-toaccess and easy-to-navigate survey. The survey was kept online for four weeks so as to ensure that less frequent Internet users also participate. Hypothesis questions are shown in Table 1 .
RESULTS AND DISCUSSION
The analysis was performed with a system designed for statistical analyses (SPSS). The descriptive statistics presented shows an overview of the current use of social networks marketing among the consumers. The degree to which the respondents perceive ease of use and usefulness of SNM were compared with demographical Table 2 shows the distribution of gender ratio of the respondents of the research. The majority of the respondents (62.9%) were male, while 37.1% were female respondents. The most populous age group category was the '20-29 years' category, with about 58% of the respondents, and the smallest is the 'above 40 years' category, which has a percentage of 4.2%. Most of the respondents were students (SD), and most of the responses (almost 63%) came from non-users of SNM systems. Only 22% were users of the SNM system. Respondents who did not currently useSNM systems but intended to use in future were approximately 15%. The educational background, ethnicity and social networks marketing use are presented in Table 3 .
In order to give an account of the extent of the use of the system, the degree of PEOU and PU were both compared with different demographic groups. More than three quarters ( ) of the whole respondents perceived SNM to be useful or relatively useful for their business transactions. One-third ( 1 3 ) of the remaining respondents either considered SNM not useful to them or were undecided about the question. The cross-tabulations of both PEOU and PU against gender, age and education are presented in Tables 3 and 4 .
MODERATING EFFECT OF DEMOGRAPH-ICS ON TAM
Moderating effects of demography (gender, age, and education) were tested with all the relationships in the research model. They were found having direct significant effects on behavioural intention to use social networks marketing. The summary of the moderating effects of demographics on the extended TAM is presented in Table 5 . The table displays demographics variable that was found to be the strongest moderator (the significant relationship are marked by X sign). PU, PEOU & BI, and PC & BI. Of all the moderators, gender was found to be the strongest, moderating all the relationships except PEOU. Each of the hypotheses tested in this study and their statistical significance in the use of SNM systems are tested and summarized in Table 6 .
Analysis of the hypotheses testing
Hypotheses H1 and H2 are based on the assumption that the more access users have to both computer system and Internet services, the more likely they will find the proposed system useful and easy to use (see Table 1 ). The results show that H1 and H2 are supported, thereby confirming a positive significant relationship. The third hypothesis (H3) is based on the assumption that the more confidently users access both computer system and Internet services, the more likely they will find the proposed system credible and secure to use. The assumption here is not supported: H3 shows a negative statistical significant relationship and correlation between computer self-efficacy and perceived credibility. The fourth hypothesis (H4) is based on the assumption that the more users get access to both computer system and Internet services, the more they will frequently consider the awareness of the newly proposed system. Regression analysis and Pearson correlation analysis was conducted in order to observe the relationships in details. The results show that H4 is supported, thereby confirming a positive significant relationship and correlation between computer self-efficacy and awareness. The results obtained supported H5, thereby confirming a positive significant relationship and correlation between PU and user's intention. For any application perceived to be easy to use, it is more likely that user's will find it useful. In addition, it will definitely increase users' intention to accept and use such a system. Tests of H6 and H7 show a positive statistically significant relationship. The usage intention of accepting a system could also be affected by users' perceptions on credibility with respect totrust, security and privacy. Any system found to be credible enough is most likely to increase users' intention to use such a system. Test of H8 confirms a positive statistically significant relationship between perceived credibility and behavioural intention. H9 states that Awareness will have positive effect on perceived credibility of social networks marketing. The empirical results of this hypothesis do not support the assumption. Although, there was a moderate statistically significant relationship and correlation between awareness and perceived credibility, the direction of the relationship indicates a negative relationship. The results indicate that even if there is persistent awareness on SNM, users will still find the system not credible enough to use. H10 is similar to H9, and states that awareness will have positive effect on behavioural intention to use social networks marketing. Based on the rules for measuring the strength of a relationship, H10 indicates a positive statistically significant relationship between awareness and behavioural intention. The standardized regression of the extended TAM is shown in Fig. 3 . The result showed the direction and the relationship of all the hypotheses used in the extended TAM, along with the R-squared result.
The extended TAM involved 10 hypotheses, which were used to determine if the use of the SNM system is statistically significant or not. The result presented in Table 6 shows that 8 out of the 10 hypotheses were found statistically significant and two were statistically insignificant. Only hypotheses 3 and 9 were rejected. That is, they did not conform to the original hypothesis suggested for this study due to their weak and negative relationships, while others were supported. The results suggest that both Hypotheses 3 and 9 are statistically insignificant. All other hypotheses were found to be statistically significant since the results met the original hypothesis suggested for this study.
The empirical results observed from this study show that computer self-efficacy has positive significant effects on behavioural intention to use SNM through perceived usefulness, perceived ease of use and awareness. Only perceived credibility was found to have a negative effect through computer self-efficacy. However, both computer self-efficacy and awareness have negative significant effects on perceived credibility. The observation is similar to Eastin's observation [17] that perceived risk should be considered as a barrier to any form of e-Commerce adoption. The extended TAM shows that computer self-efficacy strongly influence PU and PEOU. The influence shows that the more users have skills in using both computer and the Internet, the more likely for them to find the SNM system useful and easy to use. This finding is supported by previous research that the more experience consumers have in using computers and the Internet, the more likely for they will use Internet banking [15] . Studies by Igbaria and Iivari [19] and Davis and Venkatesh [11] found a significant relationship between computer self-efficacy, PU and PEOU. This study also found that PEOU strongly influence PU, which is supported by most of the TAM studies found in the literature. PEOU is often hypothesized to have a direct significant effect on PU [21] [10] . Hence, the extended TAM suggests that the more users perceived SNM system to be easier to use, the more likely they perceived the system to be useful. Both PC and PU have the strongest influence on behavioural intension to use SNM.
Finally, the results from this study also found one of the new TAM constructs perceived credibility and one of the old construct (perceived usefulness) to have the strongest influence in predicting user's intention to use SNM. This result is supported by Wang et al. [13] , which discovered that PC and PEOU have the strongest significant effects on behavioural intention to use Internet banking than PU. Pikkarainen et al. [22] also identified PU and awareness as the two major constructs affecting the use of online banking.
CONCLUSIONS
This study has successfully used TAM to investigate the level of acceptance of social networks marketing system within the Western Cape province of South Africa, a place that has recently become popular in Internet marketing. Using the TAM theoretical framework, this study has added two new constructs, 'Perceived Credibility' and 'Awareness', as part of the factors affecting user acceptance of social networks marketing. In addition, this study presented the extent of usage of SNM by the consumers. Lastly, the degree of SNM usage was compared among different demographic groups based on gender, age group and education.
The extended TAM used in this study involved ten hypotheses, which were used to determine if the use of the SNM system is statistically significant or not.
Each of the hypotheses was tested and the findings show that eight out of the ten hypotheses were statistically significant with the hypotheses suggested, and two of the hypotheses (H3 and H9) were statistically insignificant.
As hypothesized, the significant effects of PU, PEOU, PC and Awareness on behavioural intention to use SNM were all statistically significant. There is a growing distrust in the field about the ability to recognize the actual measure that strongly determines user acceptance. In addition, the observation in this research showed that both 'Perceived Credibility' and 'Perceived Usefulness' have the greater influence on user's intention to use SNM. In comparison to other studies that have successfully used 'Perceived Credibility' as part of their extended TAM construct, this study successfully exploited 'Perceived Credibility' and 'Awareness' as part of the constructs that determine users acceptance of SNM. Like many other studies that used TAM, PEOU was also found to strongly influence PU. Furthermore, the findings showed that the younger respondents (most active users of SNM) make use of SNM as a powerful marketing tool, which can be explored by many small and medium-sized enterprises in South Africa. In order to ensure optimum use of this new medium of marketing by the consumers, it is important that factors, such as security, credibility and awareness are taken into consideration by SMEs in South Africa. This study suggests that secured Internet access will increase consumer perceptions of ease of use and usefulness of SNM. Lastly, high credibility of Internet system will support consumer willingness to use online social networks marketing in South Africa.
LIMITATIONS
The investigation of social networks marketing acceptance in South Africa is relatively new in IS research. Hence, the impact of findings in this empirical study might not be significant enough to contribute to the body of knowledge. The findings were obtained from one single study and the sample size used for the study was too small to explain regression results. Hence, caution needs to be exercised, when comparing the findings with that of bigger samples. In addition, the result should be carefully generalized, when predicting SNM behaviour of both experienced and inexperienced SNM users. The reason is that the findings from this study showed that the percentage of respondents experience in SNM is low. This may affect the extent of PU and PEOU of SNM between experienced respondents and inexperienced respondents. Linear regression, rather than the structural equation model, was used to test for the relationship among the constructs used in the extended TAM. Another limitation is that the use of SNM measures was self-reported. The reason is that it is a bit complex to determine how accurately self-reports reflect actual usage of a proposed system. 
